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Abstract 
Nowadays it is recognized that the media has an important role in building and maintaining the image of tourist destinations. It is 
also undisputed that the dynamic on-line environment is an active factor in promoting tourism at global level. However, due to 
poor media coverage, Romanian tourism offer is little known domestically and internationally. Therefore, understanding how the 
media works is actually imperative regarding the desire to use this knowledge to promote tourism destinations in Romanian 
tourist area.This paper aims to analyze the religious tourism market in Northern Moldova and its presence in the Romanian 
online and at the same time to investigate media discourse and how it support the marketing approach. 
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1. Introduction 
Religion is one of the factors that motivate people to set out on a journey. Millions of people travel towards the 
great pilgrimage centers located throughout the world. From statistic point of view, approximately 240 million 
people pertaining to great religious cults start off their pilgrimage annually. The popularity of pilgrimages 
determined, within the last decades, the religious tourism to occupy an important segment of world tourism’s 
economic dynamics. Thus, it was determined that in relation to other touristic products, the religious phenomenon is 
a very limited field of research. The specialists consider that both religious tourism market and marketing 
communication in the field are less studied. It is just recently that researchers, travel agencies and governments 
noticed the great number of travelers starting off, from religious reasons, towards sacred locations. Thus, the sacred 
places are not only seen as cultural locations voided of their religious component, as simple touristic attractions 
addressed to those interested in culture and passionate about history. The specialists started to notice that the field 
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has a special development potential; as a matter of fact, an entire touristic literature emerged, promoting scared 
places, cathedrals, churches, mosques, pilgrimage itineraries. As a direct result from promotion of such locations, the 
number of those that start off has increased. 
 
 
1.2 Mass-media role in promoting religious tourism   
 
In the greater content of mass-media, the religious journalism was always considered a small Cinderella that 
could be dismissed at any time if the economic reasons imposed it. This is the reason why during economic growth 
times, media trusts afford themselves to financially support the journalists specialized in religion, while in crisis 
periods; the trusts prefer to simply reproduce the religious information presented in the news flow. As a consequence 
of such deficient practice, the religious news reaches to the public in a distorted manner, which does not remain 
unsanctioned by the great public, dissatisfied by the quality of information provided.  
In an opinion survey carried by Stewart M. Hoover in 1980, it was identified that the public considers that 
religious information is more important than sports information, and the number of readers and listeners is 
approximately even, but their satisfaction level is totally different. Sports news is always on the first page of 
newspapers, while religious news is constantly ignored, except for scandals of which the protagonists are represented 
by religious personalities or information about violent attacks of extremist terrorist groups2. 
The religious influence of mass-media over the population indicates the improbability that people give up their 
own faith in the name of another one. The researches carried identified that there is a tendency among individuals to 
embrace new religious elements belonging to other cultures and to insert them in their own faith and their own 
system of values. At the same time, we can also discuss about the quality of religious journalistic material that could 
only be analyzed in a religious context. It is impossible to make a comparison between the quality of a religious 
material from different religious confessions and it is strange to have a conversation in such terms. We may rather 
talk in terms of clarity and capacity to convey the religious message. As a matter of fact, it was noticed that people 
tend to choose a media channel that best supports their ideas and beliefs and that does not collide with their own 
convictions. In consequence, it is less probable that media succeeds in converting someone, and the only visible 
effect is mass-media capacity to establish connections between the members of the community and to manage a 
coherent mobilization of the related groups3. 
The way in which the contemporaneous person considers religion differs from the traditional way in which 
religion existed in churches. Nowadays, in order to draw the attention of the believer, churches struggle by means of 
mass-media and discussions are carried out in cold terms of audience and number of visualizations. This seems 
strange and inconceivable for the dynamics of religious market at the beginning of 20th century, but the new means 
of communication have changed the society and forced the world’s religions to keep up with the latest technologies. 
The church is part of each society and it cannot be strictly blanked out and placed above, in the intangible and sacred 
space, without taking into account its material part. The church is built physically – by people and things, even 
though some people like it or not4.  
The contemporaneous society is related to religion in ways that were inconceivable in the past. The marketing 
communication became an intrinsic necessity in the superior valorization of the religious touristic product. A classic 
example of a successful promotion of the religious product is represented by the pilgrimage to Compostela, Spain. 
The success of this pilgrimage is owed to the concerted effort of competent authorities (religious, central and local 
administration), directly interested in developing the touristic flows and local economy. The pilgrimage to 
Compostela started when the relics of Saint Jacob were discovered. The considerable donations of Spanish kings and 
nobles made it possible to build a new cathedral. In the 12th century, the pilgrimage reached the highest peak, when 
the chronics of those times record over one million pilgrims. The pilgrims that made the itinerary to Compostela 
were distinguished from ordinary travelers by the sign of the shell, symbol of the fact that Santiago was a fisherman 
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or that he had travelled by sea in a boat towards the Iberian Peninsula. The shell was also practical, since it was used 
as a measurement unit for the hungered pilgrims who were fed by the locals with a portion of food that could enter 
the shell’s scoop.  
An entire industry was developed as a result of the great number of believers coming in pilgrimage. 
Accommodation places were specially built to host them; money was collected for the construction of roads and 
bridges. Those that helped to the construction of roads, bridges, shelters, hospitals or that helped the pilgrims were 
often beatified as saints5.The religious orders, especially the Benedictines, took care about the maintenance of 
shelters, hospitals and cemeteries for pilgrims. The monks were managing an entire network of international 
branches that helped pilgrims to travel the way to Compostela. The importance of pilgrimage gradually decreased 
due to Martin Luther’s Reform in the 16th century. In the 18th century, the Age of Enlightenment, the interest for 
pilgrimage was ever lower; yet, pilgrimage continued to exist, being also financed by the Spanish government. The 
vitalization of the pilgrimage to Santiago de Compostela was owed to the Catholic Church and to some scientists 
fascinated by its tradition and by the historical and cultural importance of the route. Starting with 1975, the route to 
Spain was marked and the religious orders started to adjust the accommodation network. A massive campaign of 
pilgrimage promotion started through publication of travel guides, and the governments and different associations 
from catholic countries started to bring the pilgrimage into light. A series of associations took birth in order to 
support, to raise funds and to promote pilgrimage: British Confraternity of Saint James, The American Friends of the 
Road to Santiago, and the Belgian Vaams Genootschap. In 1974, when the project started, there were no pilgrims on 
the road to Compostela; in 1996, the number of those recorded at the pilgrimage offices exceeded the number of 
100.000. At the end of the road of which the length is hundreds of kilometers and after having touched the relics of 
Saint Jacob, the pilgrims receive the certificate attesting that they covered the pilgrimage6.  
It is very hard not to notice the spectacular evolution of the pilgrimage to Santiago de Compostela. In 1986, 2.491 
of pilgrims7 were recorded, while in 2012, 192.488 pilgrims from all over the world were recorded8 (See table no. 1).  
 
Table . 1 – Evolution of the number of pilgrims to Santiago de Compostela in the period 2004-2012  
Year  Number 
pelegrin 
Chain base index 
2004 179.944 - 
2005   93.924 0,52 
2006 100.377 1,07 
2007 114.026 1,13 
2008 125.141 1,09 
2009 145.877 1,16 
2010 272.135 1,86 
2011 183.366 0,66 
2012 192.488 1,04 
Source: Statistics Santiago de Compostela 
 
The analyzed data identifies that starting with 2004, the evolution of the flow of tourists fluctuated. The greatest 
number of tourists was recorded in 2010, as opposed to year 1986; thus, we identified the maintenance of great 
touristic flows towards Santiago de Compostela. The number of pilgrims is closely monitored by Archdiocese of 
Compostela, the institution that manages the pilgrimage and that holds an exact inventory due to information 
supplied by each pilgrim. If we take a closer look on the internet site of Archdiocese of Compostela, we can see that 
it contains the following links: Archdiocese of Santigo de Compostela – general data regarding the activities carried 
by the diocese; Universal Archconfraternity of St. James the Apostle – pilgrimage data; The Cathedral – cultural and 
historical data about the cathedral; The Tomb – data about the relics of Saint Jacob; Statistics – statistic data about 
the flow of pilgrims, their structure and motivation.  
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1.3 Online promotion of the religious tourism in Northern Moldavia  
 
The research is based upon the touristic circuit of monasteries located in Northern Moldavia, included in 
UNESCO heritage, and it tracks their visibility in the online media. Romania entered the international touristic 
circuit through the priceless heritage represented by the following monasteries: Arbore, Humor, MoldoviĠa, PătrăuĠi, 
Probota, Suceava, SuceviĠa and VoroneĠ. They have been present ever since 1993 on the list of works by UNESCO 
World Cultural Heritage, as ones of the most beautiful churches painted in Romania, for the fact that they are painted 
and on the outside, they are unique in the world. By means of the regional development programs, projects were 
implemented that also included the elaboration of sites providing information about such monasteries. An example 
to this regard is represented by the site elaborated with support from EU, European Fund of Regional Development, 
Romanian Government, Ministry of Regional Development and Tourism, Suceava County Council, Structural 
Instruments 2007-20139. This site contains general access data, historical data, data about the monasteries subject to 
analysis, possibilities of touristic recreation and offers of the surrounding pensions. The site also provides 
information about other monasteries in Northern Moldavia. A second site providing information about the 
destination subject to analysis is represented by the official site of Suceava County10, presenting touristic data, 
historical data and links to booking sites for accommodation spaces, others than those provided on www.mănăstiri–
bucovina.go.ro site, containing historical data and links to a religious portal. One of the most complex sites is the one 
pertaining to Church Saint John the New of Suceava, providing information about the location of the church, about 
the life and miracles of the saint as well as representative images of the church. The site also offers the possibility to 
translate the information in many foreign languages; it contains links with orthodox media sites, books, portals, one 
of them providing information about the analyzed monasteries11. 
Wikipedia 12  site contains complete information about all of the eight monasteries in Northern Moldavia, 
pertaining to UNESCU heritage. The information concerns the access, historical data and the accommodation 
possibilities for each destination. InfoTravelRomania13 site is a Romanian portal promoting the native touristic offer 
and it is part of InfoTravel network. The site provides information about the hotel companies, travel agencies, 
transport companies, professional associations, touristic information centers, travel offices, providers and suppliers 
of touristic services. Regarding the monasteries in Northern Moldavia, this site contains information about all such 
monasteries included in UNESCO heritage. Except for the previously mentioned sites, the monasteries in Northern 
Moldavia included in UNESCU heritage are promoted online through many other sites that send links to the touristic 
accommodation structures in the area.  
 
Conclusions  
 
The online media is characterized by accessibility, low costs allowing us to concentrate the information that the 
issuer wishes to convey. Such advantages render this means of communication to be preferred by both issuer and 
receiver. The online media is a dynamic and interactive environment, allowing the receiver to send feedbacks by 
means of comments, numbers of views and likes, thus contributing to the improvement of marketing 
communication. To this regard, sites14 were created to encourage the users in sharing their experiences connected to 
the consumption of the touristic product. The online promotion of the touristic offer in Northern Moldavia is 
differently performed by organizations, according to the objectives in mind. Thus, the Romanian Patriarchate, 
through its own travel agency, Bazilica Travel, has a complex offer for the religious tourism15. The agency’s offer is 
addressed to those interested in travelling on the occasion of dedication days and on the occasion of great holidays of 
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the orthodox calendar. The site contains a brochure providing detailed information about the entire internal touristic 
offer, including a detailed presentation of each program and brief information about each worshipping halidom. By 
the peculiarity of this offer, there is a fix calendar for the touristic programs, in accordance with the orthodox 
calendar. The Romanian travel agencies and those from abroad that have included in their offer touristic packages of 
which the destination is Monasteries of Northern Moldavia provide online information about the cultural – religious 
touristic packages. The offer is presented each year and season, containing data regarding the destination as well as 
touristic programs. The sites created by local and county administrations contain general data about monasteries and 
they have links containing cultural-religious information, possibilities of recreation and they promote the 
representative touristic receiving structures in the area.  
The analyzed sites contain general information on historical character and links to the accommodation 
possibilities promoted online. There is no statistic data regarding the flows of tourists on none of the analyzed sites. 
The information about Monasteries in Northern Moldavia is present in the online media and it is easy accessible in 
Romanian and other international languages. The sites could also contain information about the heritage condition in 
Northern Moldavia and offer the possibility for those interested to contribute by means of funds, donations, 
volunteering in activities connected to salvage and preservation of such thesaurus in an advanced degradation stage. 
The pilgrimage to Santiago de Compostela provides a classic successful example in the religious tourism that may 
also be applied in the Romanian space, especially for the monasteries in Northern Moldavia. The success of the 
pilgrimage to Santiago de Compostela, as we have shown, is due to the concerted effort of many governmental and 
nongovernmental, laic and religious organizations that understood the heritage value and the power of the pilgrimage 
center. The current visibility of the destination is due to the communication strategy inserted into the classic and 
online media. The performance of an integrated touristic circuit in Northern Moldavia that resemble the pilgrimage 
to Compostela and that provide pilgrims complex assistance in terms of maximum safety with the attendance of 
professional guides, would represent a novelty on the Romanian market of religious tourism.  
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